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Looking 
Backward 


Many a firm that never gave such an expenditure 


serious thought a few years ago, now counts its 





Newspaper Advertising appropriation as one of 


its most necessary (and most profitable) outlays. 


Is there a hint : 


here for you? 


Looking 
Forward 


Many a firm that now says “there is nothing in 
Newspaper Advertising for us,” will find within 
the next few years that there has been much in 
it for others in the same line. 


Is not now your 





: opportunity ? 


H Our experience and advice are available to intending 


advertisers without charge. 


N. W. AYER & SON, 
Newspaper Advertising Agents 
PHILADELPHIA. 
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The Circulation of 


The Ladies Home Fournal 


is now a full half million (500,000) copies 
eachissue, of which not less than four hun- 
dred and fifty thousand (450,000) represent 
to-day our paid circulation; the fifty 
thousand (50,000) extra copies are printed 
to supply the demand of subscribers and 
newsdealers for several months to come; 
also, our exchange list, copies for adver- 
tisers, and such sample copies as may be 


called for by our regular canvassing agents. 


Our Subscription List represents an intelligent class of fami- 


lies who have paid for the JouRNAL solely for its merits alone 


at the full, regular price, no free gift or premium of any sort 


ever being used as an inducement to become a_ subscriber ; 


neither do we club with any other publication at a cut price. 


a 


The JourNnAL sells for ten cents per copy ; 
is handsomely printed, elegantly illus- 
trated, and is filled sometimes months in 
advance with the best class of advertisers; 


rate $2.50 and $3.00 per line each insertion. 


CURTIS PUBLISHING CO., 
Philadelphia, Pa. 





PRINTERS’ INK. 


i JOURNAL 


FOR 


4DVERTISERS. 
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ADVERTISING SIGNS. 


It’s really quite bewildering, whene’er I take a walk 
Around these two big villages of Brooklyn and New York : 
Great advertising signs I see, stuck up in every place, 
And even in the railroad cars they stare me in the face! 
The fences, walls, and gable ends of houses, now proclaim, 


In great, big painted letters, 
‘The street-cars, and the trains that 


many articles of fame. 


run on elevated rvads, 


Have also fallen victims to these advertising modes ! 


If up the elevated stairs some morning you should climb, 

There's Royal Baking Powder gazing at you all the time, 

And ere you've reached the ticket box, with weary steps and slow, 
You see the invitation to the world to Lat H-O. 

Before you make an oat of this, another sign denotes 


That to enjoy your breakfast you m 


ust Fat the Quaker Oats 


And as you cross the platform to secure a cozy seat, 


Good morning—have you used Pear's Soap? your veye is sure to mect ! 


! 


When seated in the train, and on your journey, you may fail 
To read those stupid “ ads"’ of Grattan’s Belfast Ginger Ale; 
But should you read them, when their style is giving you the chills, 


Some chimneys you will pass suggest the remedy 


Jutt’s Pills 


In vain you turn your eyes away, they act just like a lens 
To photograph within your mind—Sfencerian Steel Pens. 
One notice—of the Pittsburgh Lamp—sounds very cute and ar 


The while its neighbor advocates A/ectric Lustre Starch 


While gazing from the window to the housetops, there are seen 
Innumerable illustrated records of /ear/ine, 

And the old familiar legend, now so widely understood, 

That all the year Hood's Sarsapariilia purifies the blood. 


That yarn about Castoria, for which * the children cry, 


In every advertising space is sure to meet the eye. 


And there’s Van Houten’s Cocoa, “* 
Those signs which surely every day 


once tried and always used ’’— 
by millions are perused 


Whichever way you turn your face, an ‘ad’ you're sure to see 
Of Adams’ Tutti Frutti, or the Great Atlantic Tea. 

Wolff s Acme Blacking takes its place alongside Reckitt's Blue, 
And Carter's Little Liver Pills present themselves to view. 
While Dr. Harter’s Cherry Bitters look from gable ends, 

And Royal Ball Blue's pretty sign from groceries depends, 

On elevated stations Colgate's sweet Cashmere Bouquet, 

On most artistic boards, confront you every time of day, 


I often think how desert-like the city would appear 


If lacking those instructive signs of 


Yuengling s Lager Beer. 


And oh! in what a gloomy state the people would be hurled 
Without those bright announcements of the New York Sunday World / 


The more I study up the thing, the 


more I feel amaze 


That people ever should deny that advertising pays. 
It seems to me that in the rank of money-making lines, 
We ought to class the business o. the advertising signs! 


~~o 


AN ADVERTIS- 
FIELD. 


CANADA AS 
ING 


A topic so complex as advertising in 
its relation to a country so varied and 
heterogeneous in productions, require- 
ments and people as is Canada, with 
its preponderating French element in 
Quebec, its sparsely settied newer prov- 


Joun S. Grey. 
inces and its populous and progressive 
older provinces, can be merely scratched 
—not cut into deeply within the limits 
of a short newspaper article. First, as 
to the field, which must be furrowed 
by the plowshare of the press and 
sown broadcast with the good seed of 
the advertiser in order to reap the 
golden grain of trade. 
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The French-speaking districts, as 
also the thinly peopled regions, may be 
dismissed with the statement that out- 
side of special lines, such as farm ma- 
chinery and implements, some medi- 
cines, fertilizers, etc., the wants of the 
people are few, simple, and so much 
confined to the necessaries of life as to 
render the successful outcome of adver- 
tising, in most lines, quite problemati- 
cal. The older and populous provinces 
—Ontario, the Maritime Provinces and 
Manitoba—are inhabited by as wide- 
awake, progressive and intelligent a 
people as the wide world contains— 
yet there is a characteristic stability 
and conservatism about them which 
requires persistency to overcome; and 
this, together with the tariff restrictions 
with which the United States and 
Canada mutually favor each other, 
accounts for the somewhat disappoint- 
ing results obtained by some United 
States advertisers who have exploited 
this field. 

The tastes of the people are refined, 
and their requirements such as a high 
state of civilization and development 
predicates. Musical instruments, mu- 
sic, magazines, periodicals, books, art 
goods of all varieties, etc., may be 
profitably advertised. Household spe- 
cialties, novelties, patent medicines, 
toilet articles, food products and man- 
ufactures of every description find 
ready sale; but the profit is, in most 
cases, small, because of the duties pay- 
able on imported manufactures. 

To take advantage of the market 
Canada offers, the establishment of 
branch manufactories here is necessi- 
tated, Canada being under a protective 
tariff. It may, therefore, be concluded 
that the field is a valuable and produc- 
tive one, but that, as in all other fields, 
the requisite knowledge of its nature 
and extent must be brought to bear in 
its cultivation ; and that, as it is a pro- 
tected field, one must get inside to 
work it successfully. In support of 
this the phenomenal success of the Za- 
dies’ Home Journal in Canada need 
only be mentioned as an instance. Peri- 
odicals being exempt from duty, it has 
been able to take full advantage of the 
field, while those who have advertised 
dutiable goods have been so handi- 
capped as to be practically out of the 
race. 

Secondly. How to reach the people. 
Newspapers first, of course ; and here 
it may be noted that Canadian newspa- 
pers are, as a rule, more influential, 


more generally circulated and more 
painstakingly read than their compeers 
of the United States. Newspaper com- 
petition is keen, as may be judged from 
the fact that the city of Toronto alone 
has no less than six daily newspapers 
ranging in circulation from 15,000 to 
30,000. 

Advertising rates here are lower, 
cateris paribus, than in the United 
States. Canadian publishers have been 
frequently victimized by fraudulent ad- 
vertisers, and the financial standing of 
a concern is somewhat influential in 
the matter of discounts when the man- 
ager talks business. 

As to typography and appearance, 
our better-class papers compare very 
favorably with those of the United 
States ; but the country weeklies, while 
numbering many creditable representa- 
tives of the class, are too often not all 
that could be desired, yet they have 
proved extremely profitable to many 
foreign advertisers who have used them. 
It is claimed, and not without show of 
reason, that a selected list of the lead- 
ing papers of Canada will cover all the 
desirable ground ; and while to a cer- 
tain extent this may be true it is very 
certain that many of the most success- 
ful and flourishing concerns make prof- 
itable use of the country weeklies, and 
it is probable that a judicious combina- 
tion of both channels will be found most 
fruitful in results. There must be a 
raison d'etre for the country weekly, and 
the reason to advertise is identical with 
the reason to be. 

In conclusion, there is probably no 
civilized country under the sun where 
advertising does not pay. In the se- 
ductive and alluring language of the 
seed catalogue, advertising is a hardy 
perennial, of vigorous growth and a 
most prolific bearer. Canada does not 
attempt to prove the rule by forming an 
exception. Advertising pays here, and 
pays well, always provided that there is 
merit in the article advertised, skill in 
the public presentation of its claims, 
and business energy and judgment to 
back it up. However good in itself the 
advertising may be, it cannot stop leaks 
and losses and win success for an ill- 
managed concern. 

Joun R. ALLAN, 

THE right of the advertiser to know 
the measure of his purchase in circula- 
tion is no less than the right of the 
publisher to know the weight of print 
paper received from the mill.—Zx. 
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STRAY SHOTS. 





A manufacturer wanted to advertise. 
He sent forme. He was in the soap 
business, Like many advertisers, he 
did not know what he wanted himself ; 
after a little preliminary conversation, I 
asked him what his profit was. About 
one dollar a box. How much did he 
intend to spend in advertising ? ‘‘ Well, 
if we could make a sale of 100,000 
boxes, we wouldn’t mind spending 
$50,000 the first year.” ‘* Don't you 
think you expect too much from the 
advertising business? I have a great 
faith in its powers, but I really think 
you are looking at the matter rather un- 
reasonably. What other business can 
you point out in which you would even 
venture to expect the return of your en- 
tire investment with 100 per cent profit 
onit in the first year?”” ‘*Oh! well,” he 
said, ‘‘ probably we would be willing to 
spend $75,000 on it.” ‘I still think 
you are wrong,” I replied; ‘* you expect 
to get back your entire investment the 
first year, with a clear profit of 33% per 
cent, and an established business. Ut 1 
were in your place I would be willing to 
spend $110,000 to secure a sale of 
100,000 boxes, because, if I stopped 
advertising, the first sixty days would 
return the extra 10,000, secure me a 
profit equal to the interest on the money, 
and leave an established business in 
my hands.” Now, as I had him run- 
ning I kept him going, and before he 
could answer me I continued, quickly, 
‘* Indeed I would be willing to spend 
$200,000 a year in advertising if it 
would secure the introduction, annually, 
of 100,000 boxes sold at a profit of 
$1.00 per box; because, if I continued 
in that course for three years and had 
then invested $600,000, 1 would con- 
sider the money as invested, and feel 
abundantly satisfied with the annual 
return. The established business pay- 
ing a net profit of $100,000 per annum, 
after the third year, would be a splen- 
did result, probably salable to some 
English syndicate at a round million ! 
He is still looking for an advertising 
man, 

* & = = * 

Frank Siddall always laughed at the 
idea that advertising was an expense. 
He said that the newspaper men put 
his advertisements in, brought him 
orders to the extent of one thousand 
dollars, and then took a modest com- 
mission for having arranged the trans- 
action, 


The catalogues of the Berkeley 
School are before me. One of the rea- 
sons to which its success is therein 
ascribed, reads: ‘‘ Fourth, to the 
avoidance of all ‘ advertising’ ’’—yet 
the very pamphlets before me, four in 
number, are splendid specimens of the 
printer's, binder’s and artist’s skill, and 
the school has published the Berkeley 
Folio since 1877 (24 pages and cover), 
yet it decries advertising. But when 
the science of attracting public atten- 
tion rises to its higher planes, it proba- 
bly becomes an art, a social address, 
statecraft, or some such metamorphosis. 
But in fact, every man—Greek or mod- 
ern—who pays for his own “* bust,” is 
advertising, 

\RTEMAS WARD, 
> 
“ SOMETHING NEW.” 

Never since people began to adver- 
tise has there been so much of a pre- 
mium upon novelty in advertising as at 
present. 

Yet the same thing might have been 
said of almost any period in the past ; 
for the growth of an art means the 
reduction of its possibilities by com- 
petition. 

There is a very general feeling among 
advertisers and the writers of adver- 
tisements that it is about impossible to 
get up anything really new in the way 
of a newspaper announcement. 

While it is true that ‘‘ there is nothing 
new under the sun,” there is as yet no 
evidence that all of the possible new 
combinations in advertising have been 
exhausted. Each year sees some gen- 
uine novelty evolved, though, of course, 
the further we go, the more difficult it 
becomes to get out of beaten paths. 

As long ago as 1875 a wriler on 
advertising said: ‘‘ There is, after all, 
not much opportunity for the dis- 
play of novelty in advertisements, 
nowadays.” 

Looking back from our present emi- 
nence upon all that has been done since 
then, we can afford to smile at this ex- 
pression of opinion. Experience teaches 
that a future generation will regard us 
in the same way. No doubt as great 
progress will be made in the future as 
in the past. 

There need be no fear about the pro- 
duction of novelties. They are certain 
to come, and the only question at stake 
is: Who will be the men to produce 
them and who will be the business 
houses to profit by them? J. I. R. 
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THE NEWSPAPER AFFIDAVIT 
LIAR. 


(Unidentified Poet.) 

The snake liar and rod fish liar, both bowed 
in their uray old ag: 

Came traveling back "hom their journeys 
wide, from their earth-wide pilgrimage ; 

A tear drop stood in the snake liar's eye, and 
the fish liar groaned in pain, 

And a death-like look of infinite grief came 
over the face of the twain. 


“*T cannot compete with the modern liar,” the 
sad-eyed snake liar said, 

** In its limitless length and breadth and depth, 
and I wish that I were dead: 

For I stand rebuked with a shame-faced look 
neath the triumphant gaze of the eye 

Of the newspaper affidavit liar, with hie. circu- 
lation lie. 


** For the snake liar and the fish liar and the 
horse liar own his sway, 

And the easy-going liars who work by the 
job, and the liars who work by the day ; 
The traveling me “a inhabitant liar, and 

liars of low de 
And liars who lie for o 3 fun of the thing, and 
liars who lie for a fee. 


“* The horse liar, the — liar, the sea- 
serpent liar and all 

With the wide, untraveled wastes of cheek 
and their soulless seas of gall, 

All bend the knee to the sceptered sway of 
this crown and peerless one, 

And the father of lies looks tenderly down on 
his most accomplished son !’’ 


—_—_--»- 


ADVERTISING BY PRIMERS. 








Some one has called the handbill the 
chestnut in advertising. The same re- 
mark applies to circulars, although the 
latter have a legitimate and indisputable 
position in the system of advertising. 

The objection to the circular, there- 
fore, is not so much in its theory as in 
its form. The very name of “‘ circu- 
lar” carries with it prejudice to many 

ople, simply because this particular 

orm of the announcement has been 
abused. 

What is needed is a new name and 
a new form for the hackneyed circular, 
One step in this direction was the ‘* prim- 
er,” an idea which has already become 
familiar to the casual reader of news- 


apers. 

What is the advertising primer ? 

Its character is largely indicated in 
its name. So far as it is possible to 
define it, the primer is a pamphlet de- 
signed to supplement newspaper ad- 
vertisements, and varies in size from a 
four or eight-page leaflet, 2x3 inches in 
size, to a pretentious work of forty or 
even fifty pages 5'4x7 inches. It is a 
part of the theory of the primer that it 
shall be well printed and of such char- 
acter as to answer the questions likely 
to arise in the mind of the reader of the 


newspaper ‘‘ad.” When used in the 
advertising sense, the word primer 
does not necessarily imply an element- 
ary text-book. Some primers have been 
issued (in the interest of a technical 
business) which require a liberal educa- 
tion in certain branches of science to 
understand, 

The advertising primer in its present 
form is a comparatively recent out- 
growth, If not actually the invention 
of John Wanamaker’s former manager, 
J. E. Powers, the idea has been made 
practically his by his extensive use of 
it. Alltold, Mr. Powers has gotten up 
over one hundred of these pamphlets 
for various business houses. The title 
page from one of the best and most 
elaborate of these is given below : 


THE ONE THING NOT TO RE- 
GARD AT ALL IS THE PRICE 
PER GALLON, 


All men are wrong about something. 
A few have found out that the coal they 
burn at one end of their plant and the 
power they get at the other depend on 
the oil they use between. The rest treat 
otlas a trifle. 

It is a trifle as to its cost; it is nota 
trifle as to its consequences. What those 
consequences are is clearly set forth in 
this book, 


Vacuum O:t Company, 
ROCHESTER, U. S. A, 


This, of course, has been considera- 
bly reduced in size in order to bring it 
within these columns. 

The primer from which this is taken 
contains 32 pages besides a cover, is 
printed on heavy paper and bound with 
a red cord. Throughout the book, 
side-notes, set in smaller type, render 
the perusal easier and enable the reader 
to get an intelligent idea-of the general 
scope of the work. 

Another pamphlet issued in 1888 by 
the Kansas City Investment Company 
bears the title, printed in red ink ona 
yellow cover ; 


How to Make the 


Most of Prosperity. 


There is simply this and nothing 
more, ‘Turning to the first page, how- 
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ever, the reader finds the following 
pointed advice : 


Put Your Momey on 
Growing Property. 


The work is divided into short, pithy 
chapters for easy digestion. A sample 
page will give an idea of its construc- 
tion : 


THE HIGHER RATE WEST. 

What causes the higher average rate of 
interest West ? 

The answer is short—The quicker and 
surer profits of business there. 

To illustrate: Kansas City is the port 
of the whole middle West, the outlet and 
source of supply of Kansas and much of 
the region West, Northwest and South- 
west ; a vast country, sorich with its half- 
dozen products that, with them, it buys 
all the products of the East, of Europe 
and of the Orient. Kansas City is where 
this exchange takes place for a country 
much larger than all New England and 
the Middle States together. 

Omaha takes similar care of the belt 
next North ; and Dallas, the new, almost 
unheard-of largest city of Texas, provides 
for the belt next South. 


The size of this primer is 41%4x6 
inches, the type matter occupying a 
space 2%4x4 inches. The value of 
generous margins, good paper and good 
printing in gaining a perusal for the 
book is apparent. To insure these 
qualities implies considerable extra out- 
lay. Yet it cannot be construed as 
wastefulness. Behold the result: The 
advertiser exercises more care in dis- 
tributing the primtrs than he would in 
the case of cheap circulars. So those 
who are not interested in the subject 
the advertiser has to present are saved 
considerable annoyance, and those who 
really ave interested have the matter 
brought before them in the most at- 
tractive and agreeable manner. Who 
can doubt the wisdom of such a course ? 

Cheap circulars in these days are a 
clear case of saving at the spigot and 
wasting at the bunghole. 

Aside from typographical beauty and 
novelty, the primer commends itself ; 
its similarity to a book will not merely 
save it from finding an early resting- 
place in the waste-basket, but in many 
instances will cause it to be preserved 
indefinitely, Naturally, when the pub- _ 


lic becomes thoroughly used to the 
idea, the advertising primer will lose 
much of its value. When that time 
comes it will be well to look around for 
another substitute for the unpopular 
circular, Forthe present, many shrewd 
advertisers are making good use of it 
in connection with their regular news- 
paper advertising. 
CHARLES H, EASTMAN, 
A WAY 70 UIILIZE AD- 
VERTISEMENTS. 





One of the most successful of New 
York importing merchants, in a letter 
to the Aéectrical World, thus tells of 
the use of advertisements in newspa- 
pers: ‘‘I run systematically over each 
item from the first to the last page, 
including every advertisement, and 
make notes of points of interest, and 
then converse with my respective as- 
sistants regarding the advisability of 
making either a change in the style 
of a certain class of goods, or of lay- 
ing in a stock of some new articles just 
advertised, or of endeavoring to secure 
the trade of a newly-organized com- 
pany, and so on. Then every new 
name is carefully noted under a proper 
heading in our address book and cor- 
respondence is opened at once, and 
when one of our traveling men visits 
that point he collects all the available 
information regarding the prospects 
and financial standing of the party in 
question, and an abstract of his report 
is entered opposite the name in the ad- 
dress book. Thus we can quickly form 
an opinion regarding the advisability 
of holding their trade. Of course, it 
takes time to go through a large journal 
thoroughly, but it is time well spent.” 

ADVERTISING is like a patent medi- 
cine. If a patient gets hold of a hum- 
bug and fails to receive benefits from 
the first bottle, he immediately adopts 
the theory that all patent medicines are 
worthless, though he may have been 
doctoring for the pip when he had 
pneumonia. So it is with the adver- 
tiser ; if his first experiment is in an 
unworthy medium he becomes an 
enemy of all advertising mediums. 
Poor papers, with limited circulation, 
generally succeed in cutting their own 
throat, beside educating men who 
would like to advertise into not ad- 
vertising because their experience has 
been unprofitable.—JZa Salle (//l.) 
Journal, 
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HIGH ART FOR ADVER- 
TISING. 

Doubtless many persons having no 
particular reverence for art have been 
shocked at the spectacle of rude 
chromos of Millet’s famous ‘‘Angelus”’ 
displayed in grocers’ windows as pre- 
miums to buyers of a certain brand of 
washing soap. It may be said that 
this subordination of a great work of 
art to commerce is not only a bad pict- 
ure, but is also in some measure an 
injustice to the original artist, although 
the reproduction may be so far re- 
moved from the original as to be but 
a wretched caricature. 

The fate of ‘*‘ The Angelus”’ is not 
unlike that of many other famous pict- 
ures. The two cherubs that are seen 
at the base of ‘‘ The Sistine Madonna,” 
by Raphael, have been reproduced in 
many forms for advertising purposes. 
They served as the suggestion for a 
picture of Robson and Crane peeping 
over a wall in a poster for ‘* The Two 
Dromios,”’ and have also been utilized 
for companion cats and dogs. 

Gerome’s famous picture of ‘‘ The 
Chariot Race” was long used as 
the basis of a theatrical poster for 
John McCullough’s ‘* Spartacus.” The 
charming picture, ‘‘ My Dog and I,” 
by a Munich artist, representing a 
child sitting on a plank stretched over 
a stream, has been utilized in a hun- 
dred ways. One of the latest acts of 
vandalism in regard to it was to puta 
plaster on the child’s back and use it 
as an advertisement for a patent 
plaster. 

Some time ago Frith, the English 
artist, had a legal contest with an En- 
glish merchant who had bought one 
of his pictures and proposed to con- 
vert it to commercial purposes. The 
merchant was restrained by judicial 
injunction, the court holding that the 
artist had a sufficient interest in his 
reputation to entitle him to protection 
from such use of his work. 

Some of Landseer’s famous animal 
paintings have been reproduced as ad- 
vertisements. His ideas have even 
been utilized in the making of lager- 
beer cards and labels on kegs. 

It is said that Meissonier refused 
$100,000 for a picture to be used as 
an advertisement, considering that it 
would be a detriment to his reputation 
and a degradation of art. 

The designs of some of the national 
pictures in Washington have been uti- 


lized as drop curtains by scenic artists. 
Notable instances of this were ‘* The 
Landing of Columbus,” at the Grand 
Opera House, and ‘‘ De Soto Dis- 
covering the Mississippi,’’ at another 
theater. 

Effie Essler, the actress, had a the- 
atrical poster manufactured by repro- 
ducing the head of a Magdalen, by 
Guido Reni, only she introduced a por- 
trait of herself in place of the original 
face. Margaret Mather got up a 
poster for her ‘‘ Romeo and Juliet ” by 
using the work of Carl Becker, vice- 
president of the Berlin Academy. 
The wine merchants and the tobacco- 
nists have vied with each other in seiz- 
ing upon the ideas of noted painters 
and working them over into advertis- 
ing cards. The work of Rosa Bon- 
heur, notably ‘‘ The Horse Fair,” has 
been ruthlessly seized to make up ad- 
vertisements for horse fairs and sales, 
and there seems to be no end of the 
ways in which the whole or parts of 
great works of art are copied and 
rushed into the channels of trade. 
There is a certain liniment advertised 
with a picture of St. Antonius, sur- 
rounded bya halo. There is a certain 
bitters that has adopted as a trade- 
mark a famous picture of St. George 
and the Dragon. Some time ago a 
Bowery jeweler got Eastman Johnson 
to paint for him a picture of a street 
gamin stealing a smoke from a cigar, 
which was held behind his back by a 
gentleman looking into ashow window. 
It was a comical idea, and the owner 
of the picture circulated it far and 
wide. 

The enterprise and bold competition 
of modern business methods are doubt- 
less fully equal to the hiring of a 
Shakespeare to write a handbill or a 
Rembrandt to paint a sign. Nothing 
appears to be too sacred for the adver- 
tiser. The variety and cheapness of 
modern methods of reproduction have 
given a quiet impetus to these artis- 
tic thefts. At present there seems 
to be no check or hindrance to it, 
and little if any protection for the 
originators of artistic ideas.— New 
York Sun. 

oul ee 

THE day is near at hand when all 
persons of any enterprising spirit will 
say with one voice that there are no 
prospects whatever for the one who does 
not advertise. The expense it involves 
will be put in with the amount of needed 
capital —7. H. Cahill. 




















THE BIG MAGAZINES. 
Maurice Thompson, writing in 4 mer- 
zca on literary topics, asserts that a 
national magazine started in Chicago 
now would stand a good chance of 
success. The point is discussed as 
follows : 


A few years ago New York capital was afraid 
of books, just as Chicago capital now is. It 
had a few well-to-do publishers, while Boston 
queened it over the literary markets. Every- 
body said: “‘Oh, New York is given over to 
gross trade, she never can be a literary center.” 
Does anybody know what changed all this? 
I know. It was a trio of men— Holland, 
Smith and Scribner. These three, when they 
founded the ol Scribner's Magazine, turned 
the tide. That magazine and its successor, 
the Century, should have the credit of open- 
: : he - 
ing New York's doors to the literary world, 
and no one thing has ever done mure for the 
wealth of that great city. I do not mean by 
this statement to disparage other magazines ; 
but a glance back at the old volumes of Har- 
jper’s, for instance, will show that the old 
Scribner's set the pace for the new gait, and 
that the Century kept up the rush and the 
lead till Harfer’s slowly awoke and “dashed 
up to the line. Now New York has its pla- 
toon of powerful magazines,while Boston, with 
her Atlantic, solitary, but good as the best, 
drones along in the same old fashion, Recently 
Philadelphia has been taking a new xrowth, 
and it looks as if she might take again some- 
thing like her ancient literary place. Lippin- 
cott's Magazine is forming itself, after some 
dangerous experiment, on good lines, and un- 
der the guidance of Curtisand Bok the Ladies’ 
Home Journa/ is assuming an aspect of power 
with a circulation of over half a million. 
Centers are shifting, or, rather, centers are 
multiplying. 

‘he publisher of a great magazine told me 
recently that the subscribers for his journal 
his clientele, in fact—were largely in the West, 
with a gradual increase in the South. The 
free school is multiplying the demand for 
literature. Where the bulk of population is, 
there will be, if it is not already, the bulk of 
readers. 

The time is ripe for a first-class magazine of 
literature and art in Chicago, The coming of 
the World’s Fair is the golden point. J shall 
expect to be laughed at for saying this ; but it 
is true, nevertheless, This magazine ‘should 
be American, not merely Western, for in fact 
there is no longer any West. It should not be 
provincial, for that would confine its influence 
and limit its welcome. Started on its course 
now and brought up to a high standard by 
the time the Exposition is on, and all eyes are 
upon Chicago, it would be an assured success, 
not asa Western magazine, but as a world’s 
magazine issuing from one of the world’s 
greatest cities and out of the heart of the 
world’s very greatest country. The time is as 
ripe in Chicago for such a venture as it was 
in New York twenty years ago, wher Holland, 
Smith and Scribner changed the center of 
literary forces from Boston to New York by 
the founding of their magazine. 

I remarked awhile ago that nothing ever 
did so much for New York City as the found- 
ing of the Century (old Scribner) magazine. 
It gave such an impetus to art and letters in 
the country, that for a time it looked as if 
everybody meant to be an artist or a writer. 
The book business has come to be one of the 
large divisions of New York trade. What an 
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influence the magazines wield is suggested by 
their advertising pages, which are growing 
cumbersomely numerous. 
—_ 
1 JOURNALISTIC PHENOMENON, 
From the Western Journalist. 
Our subscription list could stand crowding. 
—— 
PUBLISHING A PAPER UNDER 
DIFFICULTIES. 
From the Macleod (Can.) Gazette. 

This week the editor and the devil both 
being absent, there is only one man left to 
sail the ship. But she'll get there all the 
Same, 

MISSING AN OPPORTUNITY. 
From Light. 

Daly- W. L. Douglas, the three-dollar-shoe 
man, Stine to run for Congress in Massa- 
chusetts, 

Bronson—That was strange. 1 should have 
thought he would want to advertise his shves 
by showing how well he can run in them, 

COURTSHIP AND ADVERTISING 

From the National Journalist. 

Word your announcement frankly. Talk 
about your specialty with candor and plain- 
ness, Elaborate only within honest limits, 
Rather idealize the article than your adver- 
tisement of it. Do not bluster and shout and 
lie. How did you advertise yourself to the 
fair girl who is now your wife? Why not use 
the same inge nious honesty in getting cus- 
tomers? Take them into your confidence ; tell 
them just what it is you have to sell, just what 
it costs them, and just what its uses are. Sup- 
pose you had taken the big-black type style in 
acquainting your sweetheart with your merits 

had talked of the ‘Great Bargain’’ she 
would get! Of course you didn’t, or she would 
still be incredulous, Why not extend your 
good judgment to your newspaper advertising ? 


se 

TAKING ADVANTAGE OF THE 

POLITICAL SITUATION. 
From the Boston Transcript. 

Wideawake—Business is rushing with me 
now. Advertising does it, though ; advertis 
ing does it. 

Dormant—But doesn't it cost youa pile to 
advertise ? 

Wideawake—Next to nothing, old fellow. 
I just advertise in a free-trade paper a reduc- 
tion of prices on account of the McKinley 
bill, and all the high protection sheets copy 
it into their editonal columns. In order to 
show up the hollowness of the free-trade 
editor’s arguments by quoting against him the 
advertisements in his own paper, they don’t 
begrudge giving me their space for nothing. 
Ah, sir! there’s nothing like advertising ; 
but it takes genius—yes, sir, genius, if I do 
say it—to get your advertising for nothing. 

-- ——— +o 
WANTS. 


Advertisements under thie! head % cents aline 
WASTED Experienced man to canvass 

small city for subscribers to Local Daily 
Newspaper. Address, with terms and refer 
ences, “ PUSH.” care PRINTERS’ Ink 


OSITION wanted by a ote in the 
Business Department of a Newspaper or 
Magazine. 17 years’ experience (five as sole 
business manager). Moderate salary. Good 
— Address P. O, Box 3448, Boston, 
ass. 
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MVHE SOUTHERN HORTICULTURAL 
JOURNAL, Weatherford, Texas, is the 
pny = | horticultural paper of the South and 


SPECIAL NOTICES. 


Advertisements under this head, two lines or 
more, without display, %e. a line, 


_ 





N Y. Argosy, 114,000 w. 

. 

| eeenie LISTS ARE strong. 
FRaneees’ CALL, Quincy, Ill. 


w= HAVEN NEWS.—Best advertising 
medium. 


YAN FRANCISCO BULLETIN is read by 
the purchasing class. 
EATHE 3 + pea TION, 
Lin., l yr., $22.80 
‘AN FRANCISCO C ai has the most 
WO “ Want” advertisements. 


PVHE NEWS— Largest circulation in Kings- 
ton, Ont. Over 2,000 daily. 


‘AN FRANCISCO CALL is the best morn- 
ing newspaper in California. 


‘AN FRANCISCO BULLETIN, the leading 
Evening Paper of California. 


‘AN FRANCISCO CALL is the people’s 
medium and a family paper. 


YAN FRANCISCO BULLETIN has the 
largest bona fide circulation. 


DVERTISERS reach all Southwest Texas 
through THE BOERNE POST. 


OME SEEKER.—Mong¢hly. 1,500,000 mem- 
bers. l5c. per line. New York. 


.'AN FRANCISCO CALL is unequaled in 
circulation, character and influence. 


OME SEEKER, N. Y.— Building Associa- 
tions. How organized and developed. 


HE HOUSEHOLD PILOT, New Haven. 
Monthly circulation over 200,000 copies. 


MPVRIAL ADS., one cent per line, of seven 
words. THE E TIMES, Rushsylvania, O. 


oo. MODERN QUEEN, New Haven. 16 
ages. Monthly circulation over 50,000, 


MERICAN HOME GRAPHIC, 743 B’dway 
(Scribner Building), N. Y. Send for rates. 


) pee ee weekly to the 
best and wealthiest people of the city. 


TESTERN PLOWMAN. 10,000 Dealers, 
15,000 Farmers, every month. Moline, Ill. 


AN FRANCISCO CALL, estab. 1858; actual 
circulation : D. 49,360; S. 51,210; W. 22,846. 


( WN A NEWSPAPER.—No RS. neces 
sary. N. Y. NEWSPAPER UNION, N. Y. 


OCTORS read THE THERAPEUTIC AN- 
ALYST. Contains the best medical lit- 
erature. Guaranteed issue over 5,000 m. 


I’ I had but $1,000.00 to 0.00 to expend in advertis- 
ing, | would expend it all in Allen’s Lists. 
—Frank Finch, Seedsman, Clyde, New York. 


OU can run a local - oF od pager ata 

PROFIT. We will tell w. AT- 
LANTIC Lady CoM “ANY, 35 War- 
ren St., New York City 


TS HERALD, published at Halifax, Nova 

Scotia, is one of a “ PREFERRED LIST ” 

of a ole a 7) “er to advertisers 
well & 





co published at N at New York, N. Y., is 
one of a select list of Journais recom- 
mended to advertisers by Geo. P. Rowell & 
Co. as a desirable medium. 


the largest circulation. 


OOD NEWS; boys’ and girls’ paper; 16 

pages ; illustrated ; ; circulation, 100,v00, 
50 cents a line. STREET & SMITH, Pub- 
lishers, 25 to 31 Rose St., New York. 


Part DEALERS.—M. Plummer & Co., 
161 William St., N. Y., sell every kind of 
paper used Oy y printers and publishers, at low- 
est prices. 1 line quality of PRINTERS’ LYK. 


‘PVHE LORD & THOMAS Religious News- 

r Combination is THe medium for 
advertisers to reach the best buyers of the 
West. Lowest rate by all advertising agencies, 


CAREPULLY Distribute Circulars, and 

Sample Signs nailed up, etc., in Cumber- 
land, Cape May and Salem Counties, N. J. 
Address, with stamp, H. BAILEY, Port 
Norris, N. J. 


NLECTROTYPES.—Reasonable rates; good 
and prompt work. Send for estimates. 
.. aon yy Dees SEt2S AND P. 8. CO. 
a R. M ,» Manager, No. 37 Custom House 
"hroviaense, RL 


‘P\HE WEEKLY WITNESS, New York City 

is one of the 43 publications in the U nited 
States that, according to a list published by 
Geo. P. Rowell & Co., circulate between 50,000 
and 75,000 copies each issue. 


DVERTISERS, I will nail up signs, dis- 
tribute circulars, “rs, samples, etc. 
at reasonable rates, throughout Cambria and 
susvoundins counties. Try me. WM. HE 
ZOG, Box 98, Carrolitown, Pa. 


HE VOICE, — in New York City, 

is one of the 28 publications in the 
United States that, according to a list pub- 
lished by Geo. P. Rowell & Co., circulate be- 
tween 100,000 and 150,000 copies each issue. 


HE GUARDIAN ANGEL, published in 
Philadelphia, is one of the 100 publica- 
tions in America that, according to a list 
ublished by Geo. P. Rowell & Co., circulate 
tween 25,000 and 37,500 copies each issue. 


HE CHRISTIAN ADVOCATE, New York 

City, is one of the 483 publications in the 
United States Sas according to a list pub- 
lished by Geo. P. Rowell & Co., circulate 
between 5) ,000 and 75,000 copies each issue. 


HE PHARMACEUTICAL ERA, published 

at Detroit, Mich., is one of a select list of 
harmaceutical journals recommended by 
0. P. Rowell & Co. The ERA has the largest 
circulation of any journal to the drug trade. 


ARM-POULTRY, Boston, Mass.—Ably ed- 

ited to instruct the artisans, mechanics 
and families in the suburbs of towns who, 
as well as farmers, Keep a Few Hens, how to- 
keep Poultry for Profit; therefore, an excel- 
lent gene’ advertisers’ medium. 


EXAS FARM AND RANCH, a semi- 

monthly published at Dallas, haa, ac- 
cording to the American Newspaper Direc- 
tory for 1890, by far the largest circulation of 
any —_—— periodical printed in the 
State of Tex Eastern_Office—22 Times 
Building, ew York. J.C. BUSH, Manager. 


HE ARGOSY, New York, oem grade, il- 

lustrated family weekly (32 es), is. 
one of 36 ublications that, according to a 
= publi by Geo. P. Rowell & Co., ciren- 
late Gan 75,000 and a copies each 
issue. 7 average is 114.0. Advertising, 
60 cents per line, with devas Sor amounts. 


HE MEDICAL WORLD (Philadelphia) 
has a circulation larger than that of any 
ll medical journal in the world. Its 
press rooms and binding rooms are 
oo abe ins tion at any and all times. 
ws all kinds of proof of circulation and 
— with any other medical 
ourna 



































OME SEEKER. — $1.00 a year. Sample 
free. Land, building, furnishing and 
co-operation. 258 Broadway, New York 


lore ICH, CONNECTICUT.—Geo. P. Row 

ell & Co, publish a list of the best or most 
widely circulated or influential newspapers 
issued at important business centers through 

out the country;—the newspaper t each 
lace that gives the advertiser the most for 
his money. On this list THE BULLETIN, 
Daily and Weekly, is name di for Norwich 


P'S AYUNE, Ne w Orleans, La.—Geo. P. 

Rowell & Co. publish a list of the repre 
sentative daily newspapers issued in cities 
having a population of more than 20,000; 
the newspapers in each place which can ‘be 
specially recommended to advertisers as com- 
ing up to the requisite omeeert - - haracter 
and circulation. THE ‘SAYUNE, of New 
Orleans, La., is ineluded Sy this list 


UN AND ADVERTISER, Rochester, 
) N. ¥.—Geo. P. Rowell & Co. publish a 
list of the representative daily newspapers 
issued in cities having a population of more 
than 20,000;—the newspapers in each place 
which can be specially recommended to ad 
vertisers as coming up to the requisite stand 
ard of character and circulation. The Roch 
ester (N. Y.) UNION is included in this List. 


os AL AND COURIER, New Haven, Ct. 
e Geo. P. Rowell & Co. publish a list of the 
representative daily newspapers issued in 
cities having a population of more than W,000; 
the newspapers in each place which can be 
specially recommended to advertisers as com 
ing up to the sore Senderd of character 
and circulation. The JOURNAL AND COUR 
IER, of New Haven, is ne luded in this list. 


( HIO STATE Jou RNAL.—The American 

Newspaper Directory and all other _au- 
thorities on newspapers say that THE OHIO 
STATE JOURNAL is the leading newspaper 
in Columbus, Ohio, a growing and important 
city_of ninety thousand. The circulation of 
the Daily averaged 12,500 for the past three 
months. The Sunday edition averaged 15.000 
for the same period. Be sure to include it 
with your list. 


HE LEADER, Daily and Weekly, Spring- 
field, Mo., is acknowledged to be the best 
family newspaper in the Southwest. It is 
therefore the most valuable advertising me- 
dium. A glance at THE LEADER will sub 
stantiate this fact. Being a member of the 
Trans- er Associated Press, the news 
of the world is furnished daily. THE LEAD- 
ER solicits advertising from all reliable 
— and ee generally. CHAM 
RS & KENNE 


R a check for $30 we will insert ten lines 
one woes TS Pt ee five Religious News- 


CHRIST ASP DVOCATE, New York, N.Y. 
HRISTIAN HERALD, New York, N.Y. 

INDEPENDENT, New rat N.Y. 
OBSERVER, New York, N.Y. 

SUNDAY SCHOOL TIMES, Philadelphia, Pa. 

A regular issue of more than a quarter of a 
million copies is claimed for these Religious 

eeklies. Ten lines will accommodate about 
75 words; 250,000 copies for $30. Send check 
and copy of advertisement to be used to 
GEO. P ROWELL & CO., 10 Spruce St., New 











York. 


R a check for $50 we will insert a ten- 
line advertisement once in all the five 
Children's Periodicals catalogued below : 
esas S COMPANION, Boston, Mass. 
New Yor ie 
HARPER'S You NG ‘PEOPI. a. New York. 
ST. NICHOLAS, New York, N.Y. 

GOLDEN DAYS, Philadelphia, Pa, 

It is believed that each issue of the five 
above-named periodicals finds admission into 
more than six hundred thousand different 
families in which there are children. Ten 
lines will accommodate about 75 words; 
600,000 copies for $50. Send check and omy 
of ea to be used to GEO. 
ROWELL & CO., 10 Spruce St., New York. 
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NOR a check for $50 we will art ten lines 

in ONE THOUSAND AMERIC NEWS 
PAPERS of our own selection, — send it 
out the very day it comes to hand. The ad 
vertisement will appear in one thousand dis 
tinctly separate newspapers; files of all of 
which may be examined by the advertiser if 
he so desires. Ten lines will accommodate 
about 75 words; 1,000 weekly newspapers for 
$3). Send check and copy ‘of advertisement 
to be used to GEO. P. KOWELL & CO., Ww 
Spruce St., New York 


VOR acheck for $530 we will insert a ten 
line advertisement once in all the five 
Weekly Story Pape tS catalogue dd below : 

FAMILY 8 ORY F PER, w York, * Y 

FIRESIDE COMPANION w voek N.Y 

NEW YORK WEEKLY, New Tors, N.Y. 

TEXAS SIFTINGS, New York, N.Y. 

SATURDAY NIGHT, Philadelp hia, Pa. 

A weekly sale of over seven hundred thou 
sand copies is claimed for these publications. 
Ten lines will accommodate about 75 words; 
700,000 copies for 850. Send check and copy 
of advertisement to be used to GEO. 
ROWELL & CO., 10 Spruce St., New York. 


OR a check for $60 we will insert a ten-line 
advertisement once in all the five Lit 
erary Publications catalogued below 
CENTURY MAGAZINE, New York, N.Y 
SC Wiot3 R" S MAG AZINE, New tork, N.Y. 
HARPER'S MAGAZINE, New York, N.Y. 
HARPER: 5 WEEKLY, New York, N Y. 
HARPER’S BAZAR, New York, N.Y 
It is believed that more than six hundred 
thousand copies are sold of every issue of the 
above-named pe riodicals. Ten lines will ac 
commodate about 75 words; 600,000 copies for 
$6). Send check and copy of advertisement 
to be used to GEO. Pp. Ko WELL & CO., Ww 
Spruce St., New York. 


VOR a check for $54 we will insert ten lines 
once in all the five Agricultural Publica 
tions catalogued below : 
*FARM AND HOME, Springfield, Mass. 
AME SruAs AGRICULTURIST, New York. 
AMERICAN RURAL HOME, Rochester,N.Y 
*FARM AND FIRESIDE, Springfie ld, Ohio. 

FARM JOURNAL, Philadelphia, Pa. 

A regular issue of more than eight hundred 
thousand copies is claimed for these Farm 
Newspapers. Ten lines will accommodate 
about 75 words; 800,000 copies for $4. Send 
check and copy of advertisement to be used 
to GEO. P. ROWELL & CO., 10 Spruce 8t., 
New York. 


*All editions included. 


VOR a check for $20 we will print ten lines 
in ONE ILLION ISSUES of leading 
American mowepepens (our own selection), 
and complete the work within ten days 
This is at the rate of only one-fifth of a cent 
a line, for 1,000 cireulation! The advertise 
ment will appear in but a single issue of any 
yaper, and consequently will be placed be- 
fore One Million different newspa pur- 
chasers—or FIVE MILLION RE ADE RS, f it 
is true, as is sometimes stated, that every 
newspaper is looked at by five persons on an 
average. Ten lines will accommodate about 
75 words. One million issues for $20. Send 
check and copy ¢ of advertisement to be used 
to GEO. P. ROWELL & CO., 10 Spruce S8t., 
New York. 


OR acheck for $80 we will insert a ten 
line advertisement one week in all the 
ave ome wi Vosatiy Weeklies catalogued 
These are the People’s Newspapers : 
oN ATION AL TRIBUNE, ashington, D.C, 
— OCEAN, C hicago, Il. 
FREE PRESS, Detroit, Mich. 

WORLD. New York, N .Y. 

BLADE, Toledo, Ohio. 

No one of the above-named publications is 
believed to issue so small a number as sev 
enty five thousand copies weekly, and three 
of them issue considerably more than one 
hundred thousand. sae lines will accommo- 
date about 75 words; 500,000 copies for $3. 
Send check and cops. of advertisement to be 
used to GEO. P. WELL & CO., 10 Spruce 
St., New York. 





















































_ 


an 





















528 PRINTERS’ INK, 
PRINTERS’ INK. 


A JOURNAL FOR ADVERTISERS, 





GEO. P. ROWELL & CO., Pustisners. 
Office: No. 10 Spruce St., New York. 


Issued every Wednesday. Subscription 
Price: Two Dollars a year in advance ; 
single copies, Five Cents. No back numbers, 
Wholesale price, Three Dollars a hundred. 

ADVERTISEMENTS, agate measure, 25 certs 
a line ; $50 a page; one-half page, $25; one- 
fourth page, $12.50. First or Last Page, $100. 
Second Page, next to the Last Page, or Page 
first following reading matter, $75. Double- 
column advertisements occupying less than 
half a page, charged double price. Special 
Notices, two lines or more, charged at_25 
cents aline. Advertisements must be handed 
in one week before the day of publication, 








NEW YORK, NOVEMBER 10, 1890. 





THERE are now 20,429 names on the 
subscription list of PRINTERS’ INK. 





IN making its report of circulation 
for the purpose of securing a correct 
rating in the American Newspaper 
Directory, a country paper adds this 
interesting item of information: ‘‘ In 
case of a horse race, wedding or simi- 
lar important event we add a quire or 
two more.” 





THE merits of Canada as a field for 
advertising American goods is dis- 
cussed in an intelligent and interesting 
manner on another page. The writer, 
Mr. John R. Allan, is the advertising 
manager of the leading patent-medicine 
house of T. Milburn & Co., Toronto, 
and his suggestions will be of value to 
advertisers who are looking for other 
fields to conquer. 


In England the art of bill-posting— 
if it may be so termed—has reached 
a much higher development than in 
this country. The English people are 
not wholly in sympathy with the efforts 
of such advertisers, as an incident which 
occurred a few week ago indicates. A 
business firm having a shop at the top 
of Ludgate Hill erected a large sign 
which seriously interfered with the 
view of St. Paul’s. There was much 
indignation at this, and it was not until 
open threats of boycotting had been 
made that the objectionable sign came 
down. Undoubtedly the enterprise 
which is being expended in this direc- 
tion by our British cousins will event- 
ually be turned into the natural chan- 
nel—the newspaper. 


A PAPER that occupies a good spe- 
cial field is sure of having a certain 
constituency whether it possesses merit 
or not. Many people read a paper from 
issue to issue, not so much for what it 
actually contains as for what it might 
contain. 





AN amusing circular is issued by the 
American ‘Creamery. I\t takes the 
form of an “‘ original package ’’ bearing 
on the outside the inviting inscription : 
**Will you have something?” The 
contents in this case do not consist of 
liquid refreshments, however, but an 
invitation to place an advertisement in 
the Creamery’s Directory. 


THE desirability of making the ad- 
vertising columns of a paper attractive 
is every day becoming more widely re- 
alized among publishers. The results 
of this feeling are to be observed in 
two directions. Publishers are en- 
gaged in the double struggle of edu- 
cating their advertisers up to making 
the best use of their space and of edu- 
cating their readers up to a proper 
appreciation of the advertiser’s effort. 





At a late meeting in New York of 
the Board of Directors of the American 
Newspaper Publishers’ Association, it 
is reported that the question was dis- 
cussed: ‘‘ Which is the best Advertis- 
ing Agency?” and the opinion ex- 
pressed and almost unanimously in- 
dorsed was that Geo. P. Rowell & Co’s 
Newspaper Advertising Bureau is en- 
titled to be so designated ; that it does 
its work in a more satisfactory and 
business-like manner and makes its 
remittances with greatest promptness 
and regularity. 





THE American Advertiser Reporter 
quotes PRINTERS’ INK’s announcement 
of the establishment of a New York 
office by the Nashville Banner, and 
then adds this comment : 


This confirms, as far as it goes, the Xe- 
porter’s theory that publishers will continue 
to take a hand, direct, or by their own repre- 
sentatives, in the “‘ foreign” advertising busi- 
ness, It has been intimated in some quarters 
that close “relations with the general adver- 
tising agents ’’ could be ‘‘ cultivated” best by 
the papers which were not specially repre- 
sented in New York. This is an error, when 
straight legitimate businexs only is consid- 
ered, and the right kind of agents, both gen- 
eral and “‘special,”” are concerned. It is a 
pity that there should be any other kind of 

usiness or agents, and the Xeforter thinks 
that these “other kind’’ will be graduall 
(not rapidly) eliminated, to the benefit of all 
concerned—who are worth benefiting. 
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ADVERTISING IN ‘“PRINT- 
ERS’ INK” IN 1891. 





Advertising during the current year 
has been taken for PkINTERS’ INK at 
a uniform price of $50 a page; 25 
cents a line. 

Of late the demand has been such as 
to threaten the requirement of more 
space than the character of the publi- 
cation would seem to warrant devoting 
to advertisements. 

Of the characteristics of PRINTERS’ 
INK one that is most valued is its small 
size. It must be kept small ! 

In the last part of the year 1889 a 
proposal was issued offering page con- 
tracts for the year 1890 at $1,000. 
The first or last page was offered for 
$4,000 and the second or next to the 
last page for $1,500, In response to 
these offers orders came for the first 
and second pages and for four others 
without position. There have been 
consequently six standing orders for 
the year, each one calling for a page 
of space. These have been found ob- 
jectionable for three reasons : 

First. They occupied too much 
space. 

Second. They were sold at too low 
a price. 

Third. They gave a character of 
sameness to the advertising pages. 

In consideration of the facts above 
set forth, it has been decided that no 
reduction from the one-time rates shall 
hereafter be made for advertisements 
appearing in PRINTERS’ INK—no 
matter how long continued: conse- 
quently no yearly contract will be 
renewed for 1891. Space may- still 
be taken, however, at the one-time 
rate for as many weeks as the adver- 
tiser chooses to engage it: and for 
the purpose of offering some induce- 
ment and thereby securing two or 
three orders to take the place of the 
contracts that will come to an end with 
the last issue in December, it has been 
decided to say to publishers, advertis- 
ing agents and others interested in ad- 
dressing the advertisers of America: 
that although» we cannot make any 
discount from schedule one-time rates 
even for an order extending for a full 
year, yet we will agree to put down 
paid-up subscriptions to the amount of 
Io per cent of any order sent between 
now and December 31, 1890, and to 
the amount of 25 per cent if the order 
is for an advertisement to be continued 
for three months: or 33 I-3 per cent 


PRINTERS’ 





INK, 


wn 


29 


if the order is for six months; or 50 
per cent if for a full year, provided the 
names of subscribers are sent before 
the advertising contract expires. 

With a hope of securing a few orders 
for space of one-fourth of a page, to 
be changed weekly, we have decided 
to offer the following additional induce- 
ment, to wit: Upon receipt of an 
order for one-fourth page, to be in- 
serted the entire year 1891 (price $650), 
we will insert the same in all the re- 
maining issues of 1890 /ree. 

A COMPARISON, 


To send a postal card to 20,coo 
people will cost $200 for the cards, 
$25 for writing the addresses and $25 
for printing the communication to be 
made, PRINTERS’ INK goes weekly 
to over 20,000 persons interested in 
advertising, and will insert a quarter- 
page advertisement (size of a postal 
card) for $12.50 a week. 

PRINTERS’ INK is read carefully 
through by every man who sees it. 
Printed postal cards usually go into 
the waste-basket without reading. 

For $12.50 PRINTERS’ INK will do 
work that will cost $250 to do your- 
self. For $650 you can address 20,000 
people interested in advertising once a 
week fora year: and tell a new story 
every time. 

PRINTERS’ INK solicits the careful 
consideration of these facts by pub- 
lishers who wish to secure the atten- 
tion, and patronage of advertisers. 

Address Geo. P. Rowell & Co., 
Publishers of PRINTERS’ INK, No. 10 
Spruce St., New York. 


+o 
FOR SALE. 
Advertisements under this head 2% cents a line 


REMIUM PENWORK. The Last Supper; 
new ; 28x38; $2 ) per 100, W., 167 W. 49th St, 


NOR SALE—The Leading Republican Daily 
in Northwest Missouri. Address H. E, 
DUBOIS, Trenton, Mo. 


OB PRINTING OUTFIT for sale, Cost 
e over $600, Sell for less than }¢. Terms 
easy. THURBER & CO., & CO., Bay Shore, N. Y. 


ty WILL purchase one of the 
S10 000 best Republican newspa 
pers in fest county in Iowa, roprietor 61 
years old. Address “IOWA,” Printers’ Ink. 


R SALE—DAILY AND WEEELY NEWS- 

PAPER in live town near New York. 
Office established forty years. Good business 
reasons for selling. Address ‘“ BARGAIN,” 
care PRINTERS’ INK. 


A* old-established and successful Book 
and Job Printing Business, City of over 
200,000. Plant about $14,000, Half cash, bal- 
ance on time; or would take a partner ‘with 
some capital, it a of taking the man- 
agement. A rare chance. Address, for fur- 
ther artioulars, “PRINTER, " care PRINT- 
ERs’ INK. 
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Labor Agitator—W hat we want is 
arbitration ! hat we want is recognition ! 
What we want is ther sympathy of ther pub- 
lic! Now, how er we goin’ ter git ut ? 





Want Advertisements — All the 


papers.—Life, 

Nothing In It. — Editor: 
puns when writing jokes. 

Spacer—I always do. A pun is usually a 
void thing.—-7own Topics. 

The Advertising Mania.—‘‘ Prison- 
er, you were caught in the act, of thrusting 
your hand in this lady’s pocket.” 

“It was only to put in the address card of 
my house of business!""—Le Patriote. 


Here’s a Wife for Somebody.— 
There is a young woman in New Brunswick 
who eats nothing but paper. Rural editors 
with a large supply of back numbers on hand 
could afford to marry a woman of that sort.— 
Munsey’s Weekly. 


The Country Journalist’s Advan- 
tage.—Bronson (to the editor of the Boom- 
town Banner): That was a pretty tough 
story about the cyclone. I don’t know tow 
you managed to swallow it. 

Editor—Well, you know I have patent in- 
sides.—West Shore. 

** Well,” ont}. Pulitzer, winkin: 
thoughtfully to G Childs as the two a 
miringly surveyed the World Building from 
the vicinity of the Sua — “I guess I can 
see well enough to owe eye out to the 
main chance—eh, hereupon G. 
W. said, winking’ A oA, “T must ad- 
mit, Joseph, that you beat me in buildings, 
but’ what are they in comparison with my 
obituary poetry?” —/udge. 

‘*T wish you would announce in 
our paper,”’ said a tall woman with brindled 
air, **t at the ladies of the Steenth Halle- 

lujah Charch will give a fair to-morrow.”’ 

** Certainly,” said the editor, * In the base- 
ment of the church? "’ 

“Ves. We intend raffling off a—— 

“ Raffling? Ah, that alters the case. I 
am sorry, but we won’t be able to make that 
announcement for you.”’ 

“Why, what——” 

“If we insert the announcement we are 
liable to have our paper excluded from the 
mails as containing a lottery notice. Sorry, 
but such is the law.”’— St. Joseph News. 


Avoid 
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The Gunnin Mes Makes a Sug- 
gestion.— Puck. 


Editor (to reporter)—Mr. Pennibs, I 
must caution you to avoid tautology. 

Reporter—Have I used a tautological ex- 
pression, sir? 

Kditor—Yes; in this article you speak of 
“* female shoppers.’’—Zi/e. 


An Expensive Interview.— Reporter : 
The expenses were $3 on that story. 

Editor—Eh—how’s that ? 

Reporter—Why, you should know a poli- 
tician couldn’t tell a story as long as that 
without getting dry; and this fellow was a 
Kentuckian who got dry at every paragraph. 
~The Epoch. 


Jamser—What are you doing nowa- 
days? 

Spacer—I am writing the lives of great 
men fora biographical dictionary that is being 
compiled, 

Jamser—Aren’t you afraid to undertake 
work of that sort ? 

Spacer—Oh, no! The men I am writing 
about are all dead.— Puck, 


He Was Very Much Alive.—‘‘ Look 
ahere, young feller, are you the editor of this 
habituary notice?” growled a bewhiskered 
monster at the Spokane Falls Spokesman’s 
back parlor. 

A newspaper stable s was slapped upon the 
base-ball editor’s table and the voice went on: 

“T hain’t Cap’n Gulper, of Wolf Creek, 
and I hain’t cap'n of the Hot Shot regulators, 
by jimminy! and I wasn’t never born in Pan- 
angtown, Conn., that I know of, and I hain’t 
been in no hoss’ scrapes, and, and—say what 
do you mean by ‘ physically speaking, Gulper 
was a failure’? Say, young man” (here low- 
ering a shaggy head and S me ty horribly, 
while he cracked his finges-joints and ca- 
ressed his fighting muscles)— 

The base-ball editor took from a drawer a 
pen-wiper and a six-shooter. The man who 
was not Gulper executed a chassey to the 
door and called through the crack, in honey 
tones : 

“T say, old feller, I forgot to say I hain't 
dead, anyway, and your habituary notice was 
nice but all wrong. Why, I’m sound 


ver 
and well as a door-knob, sir ; i, pert as a ine 
shaving, too. Good-night, sir.”—TZroy(N.Y.) 


Standard. 














ADVERTISING /N PHILA- 
DELPHIA. 

Nearly every large establishment in 
Philadelphia has a mam who writes ad- 
vertisements, and some of them com- 
mand very large salaries. It is not an 
easy thing to write a really good ‘‘ad.,”| 
as any one may find out by trying. At 
least one extensive advertiser in Phila- 
delphia has a special type in which all 
the advertisements are printed. Each 
of the leading railroad companies now 
has a special man in charge of its ad- 
vertising department, which sometimes 
occupies several rooms with clerks, past- 
ers, typewriters, stenographers and a 
large corps Of assistants. 

Even towns advertise nowadays, and 
there are at least a hundred cities in 
the West and South, advertisements of 
which are appearing in various parts of 
the country. A picture is often presented 
giving a bird’s-eye view of the harbor, 
principal buildings and other features. 
The text is in part a historical descrip- 
tion of the towns and in part a technical 
account of its industries and commerce. 
Statistics are freely introduced, and 
the advertisement writer neglects no op- 
portunity for booming the place and 
showing it to be in every way superior, —————_—— 
to its rivals. The opportunities for in- 
vestment are presented, the desirable 
openings for manufacturing and me- 
chanical enterprises are shown, and in 
other ways the attention of business men 
is drawn to the town as being the place 
of all places in which their investments 
should be made. The favorite medium 
for such advertisements is the Sunday | 
issue of a daily paper. In extent a 
page is ordinarily employed ; sometimes 
two pages are used. Often a large edi- | — 
tion of the paper containing such an 
advertisement is bought up and the 
copies are sent all over the land. 

The example of a State advertising is 
the California car containing fruit and 
other products of that wonderful region § 
now going the rounds of the leading 
Eastern cities. 

Kansas, which is popularly called the 
Sunflower State, is practically advertis- | ° 
ing itself in the sunflower-shaped 
pamphlet of the Husted Investment 
Company, containing statistics of crops | Sell, by advertising 
and the population and manufactures 
of the prominent cities, which is now 
being circulated all over the country. 

Every day proves more and more ‘that 
give-away schemes, beginning with 
cheap picture cards and terminating in| 
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| diamonds, horses and carriages and town 


lots, are apt to be boomerangs. Cus- 
tomers are always suspicious of them, 
and even if they give a temporary ad- 
vantage they are of little use in the long 
run.—Philadelphia Times. 
> 

IN the West is the handsomest daily 
paper of the United States. It 
typographic work of art. Its displayed 
are of the fashionable sym- 
metrical form, the peg-top having been 
abandoned to make room for the grace- 


is a 


headings 


ful hanging indention ; its advertise- 
ments, even to the double-colum 
shriekers for dry goods ever ¢ heaper, 
are composed in light face type ; its 
pages are inked a uniform gray black 
tone ; its print paper is tough, tinted 
a neutral shade of cream white, and 
not overglazed.—Hagan Dwen, in thé 


7 wentieth Century 
oo 
ADVERTISING is a gear in the ma- 
chine of a_ well-regulated store. It 
cannot sell the goods itself; it only 
delivers the customer, as it were.— 
Wilford (Mass.) Journal. 
$35. Pianos $130 


’ 
BEATTY $ ORGAN For catalogue, 
address Hon. D. F. Beatty,Washington, N. J 
OUT something new for your inspection. 
gg PRESS ASSOCIATION, Columbus, O. 
$1 00 made. Send for proofs. CEN 
PRESS ASSOCIAT'N, ¢ Jolumbus, 0. 


YE MEN who advertise in rhyme, 


The writer seeks to know you; 
He grinds out verses all the time, 
And any style will show you. 
Pray write to him—a line at least— 
6. T. S., 10—I4th Street, East. 


AU STR ALIAN,. Fo 


advertising, we pee you to write to us for 





LINE ADV. ERTISING CUTS. Tell us 
your business and we will submit 








Portraits—™ Made to order from 
Photos. Cheapest newepepe: cut 
TRAL 


n estimate. dF, to save you money, 
for, being on the spot, we can do advertisi 
cheaper nany 0 her firm ata distance. A 


papers are filed at our bureau, and every appear- 
ano e is checked by a system unparalleled a ac- 
vuracy. On application we will prepare any 
scheme of advertisin, soteed, and by return 
mail will send our We desire it to be 


understood that we are the I Leading Eaablished 
Firm in the Southern Hemisphere, Establish 
uarter of a century. F. T. 


oo. a PA bs ‘373 


A! E & 
George St., Sydney, A 


MONEY £22 were MADE 


, y aid hey Oo RY’ a Write to us about 
— you to advertise, and we will tell you 
how and AA r NEWSPAPERS 

ARE LIKELY TO PAY YOU. F--~~4 


J. L. STACK &CO. 


Newspaper 
ST. PAUL. | MINN. 
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Dodd’ saaesee “7. Boston, \, |A Thousaud Newspapers a Day 


wan wt ARE READ BY 
Send for. Estimate ho Popes gg Pama, Betts ont Lenn 
opSELABLE DEALING. CAREFUL SERVICE. WHO FOR? 


— i LOW ESTIMATES. ~ 20 Business houses, that want earliest news 
ons i a ty es 


pply houses, that want addresses cf 
yi ou Want Me. prob le customers; 
xty class and trade papers; 
| Publi men, corporations, profenstonal 
of wal . » P men, who want to get news, see what is said 
I will write your ads. in a of them, or gauge public opinion. 
way that will insure big re- > a 
turns. Am a writer on one 
of the New York dailies, and 
have a thorough knowledge 
of advertising. For inter- 
view, address ‘‘ WRITER,’ 
care PRINTERS’ INK. 























\LEND ME YOUR EARS! 
I've Caught Your Eye; 














| CRIT ICAL. pverion is desired. 
s waage oP E (7 years old) has a 
MATURIT Bi. to any r urement, 
Sample Pint 75 cts. (deliveres ); 85.5 
per gal. (delivered). Anexcellent XMAS sire 


Placing Advertising. WICHT & LEUTZ, 


Advertising Agent, 
. POPE, “Se Vorisino. COCKEYSVILLE, ™D. 


HELL UPON EARTH, |{he Largest Order for Advertising 


And How to Keep Out of It! | eve. Given in the World. by a 
WOULD YOU BE ENLICHTENED! Advertiser to a Single Publisher ! 
Send for a copy of 


Satan in Sestety 3 be Before Marriage ALL E N’ Ss Li Ss T Ss 


er. 
‘ive an order for ad ting t 
By N. F. COOKE, M.D., LL.D., WENTY ONE THOUSAND ing to 
which Cardinal GIBBONS says is “written | TW - SAND 
el a rrinney. said’ oe - iy sate SIX HUNDRED DOLLARS! 
President Finney said: “It shou rea 
by all adult persons,” and the Dover (N. H.) z. other ee eee Sno shat. 
Star that “It is a volume to be singled out ihe ere exist no other mediums good enough 
for its rare eminence.” 426 pages, 8vo., and strong enough to carry it.’ 
wanted, “trek oy od + PAID, $2.00. Agents | "Honest “count wins! Results to advertisers 
wanted. Circulars f win! High quality of rouietion wins! All- 
. VENT CO., Chicago, Ill, | round Sets eine ALLEN’S LISTS have been 
land are paying their patrons better than any 
other general advertising mediums in America. 
That is the reason why they are receiving the 
LARGEST patronage of any General Advertising 
Mediums in Amerion. 


OFFICE OF R. W. SEA 

Lis, Minn., July 29th, 1890. | 

E. C, ALLEN, Esq., Augusta, Maine. 
Dear + I have this day made a contract with 
Charles H. Fuller’s Advertising Agency for five 
pF lines — the advertising columns of 
Allen’s Lists, to be used in twelve issues of same, 

gp ee be, tember, 1890. 
have, as ee mow, advertised to a considera- 
bie extent for all the best advertising 
mediums. I have yk phenomenal returns from 
| Allen’s Lists, According to their cost they have 
| not only paid me better, but immensel r, 
than any other mediums, and it is forth s reason 
that I am now able to patronize them so exten- 
Electrotypes of Christmas Scenes | ively. ty Hf ay J of otvetne of ore 
- usand lines welve issues w given 

and Subjects. Proofs sent on receipt of | 16 other publisher and Will appear in no otuer 
50e. in stamps, which will be deducted from | mediums, for the popeen that my experience has 


ing, Planning and 














demonstrated re exist no other mqeume 
an order of $5.00 or more. PRESS ENGRAV- | good en: 
ough and strong enough to ca 
ING CO., 88 Centre St., New York. Very truly yours, R W. Kans, 

















PRINTERS’ INK. 
.* btiel, The National 
ARTISTIC “ADS” | Stockman and Farmer 


require fertility in ideas and skill in 
construction. Catch the eye and you HAS PAID POSTAGE 
secure the attention. Interest follows 


naturally. Then business. Striking) ©" its LAST TEN ISSUES as follows: 


head-lines RS. Gives vnccasescainns 8,242 Ibs. 

a | a 8,025 “ 

ARE ALWAYS AIDS «seo 8,746 

senate tenet say tae oon of vete| Ofte Be nvnnene 8,571 

but the source of success. They lead 6 a ’ a 
oe \ See 16,663 

TO AFFLUENCE. — “ B0.ccc-ccccsc0000- 8,882 ** 


We have ideas for sale. We write 
‘‘ads"’ right, bright, terse and effect- 
ive. Artistic sketches furnished. Any 


Average—S,526 6-10 Ibs. per week 


Do you know how many papers it takes to 


business under the sun—from gold) weigti 444 tons? Count them once, or come 
mines down to soap. in and count our list of cash-in-advance sub 
scribers, and examine Post-office receipts 


Spend a cent on a postal card for 


articulars. 
= See a copy before completing 


0. J. GUDE & CO., peur list. 


GENERAL ADVERTISERS, | 
//3 Sixth Avenue, New York, | AXTELL, RUSH & CoO., 
PUBLISHERS, 
JOHN 8. GREY, 
Literary Department. PITTSBURGH, PA. 








™ r s . fe 
It Costs Money to Take Comfort, 

even ‘‘ via” the U, S. Mails. 

As a proof of our assertions, that we are mailing over 500,000 copies of 
‘** COMFORT” each month, we hereby show that we have paid one thousand 
and fifty-four dollars and six cents for postage on September and October 
‘Comfort,” and as there are some over ten Comforts to a pound, this proves 
that our monthly editions run BE YOND OUR GUAXKANTEE oOf a half 
million each month. 

Our September bill on second-class matter was $381.60, and here is the 
October P. Q. Receipt for $672.46, which speaks for itself : 





No. 51 Post Office, Lee gaste Sex. 
pete: Ock! S(*" 4. -, 189 & 
i aie ee a. tan foi a cents, 


Newspaper and Periodical Postage on... 27246 ... pounds of the 


Nore.—In case of 6 news agent the apace for the name of publication may be left blank. The Pubifeber or News Agent will please 
preserve Unis receipt 























Had you not better take space now? At the agencies or of THE 
GANNETT & MORSE CONCERN, Augusta, Maine. 
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PRINTERS’ INK. 


rt Newspaper and Job Printers. 


sa) Soe 


THE W. D. WILSON 


Printing Ink Co. 


(LIMITED), 


OF NEW YORK CITY, 


Gives Every Advantage to their Customers. 








They Do Not Pay 


the employees of printing offices to use their Ink. 


They Do Business 


I Ss principl 
Their Inks Are ee 
to be satisfacto or they may be returned at manufacturers’ 
-xpense, 
It Will Pay You 
t «the trial 


Send for Special Prices 





W. D. Wilson Printing Ink Co., L''d, Gs 
“ny 
140 WILLIAM STREET, | aaa 
NEW YORK. 
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Handsomely Illustrated and Devoted to 
aes Fiction, 


Fashion, 


a 


Flowers, 
Fancy Work, 
Home Decoration, 
Art Needlework, 
Stamping, 
Painting, 
Designing, 
Cooking, 
Housekeeping ; 


in short, everything per 
taining to 


a ee Tae ee 


Woman's Work and 





Woman's Pleasure. 


RRs 


The Housewife Subscription List, 


Owing to very liberal advertising, will soon reach the 200,000 mark. 

Line rate will then be advanced to $1.00, Send in your orders Now and get 

the benefit of the present low scale of prices. 

PRESENT ADVERTISING RATES,— Ordinary displayed adver 
tisements, SO cents per agate line. 


DISCOUNTS.—3 months, or 100 lines, 5 per cent.; 6 months, or 250 lines, 
10 per cent.; 12 months, or 500 lines, 20 per cent. 


» 


COVER RATES.—‘{ page (170 lines), $100.00; ‘¢ page (540 lines), 
$175.00; | full page (6 lines), $300.00. 

COVER DISCOUNTS.—3 mos., 5 per cent.; 6 mos., 1) per cent.; 12 mos., 
2) per cent Bills payable monthly. Cash with 
order from advertisers unknown to us. 


ERERER 


= 


HOUSEWIFE PUBLISHING CO., 111! Nassau St., New York, N.Y. 


g 





Rs 


Advertisements accepted through any responsible Advertising Agency. 


a 


S. 
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iA 
as 


TRADE 


NEWSPAPERS 


OF 


KNOWN 


CIRCULATION 


The Kansas City Star. 


Advertisers may go into the press room whenever they please and 
stay as long as they like, any day or every day. 

And they are invited to examine the circulation books. 

For the week ending November Ist, the circulation of THE 
KANSAS CITY STAR was as follows : 

Monday, Oct. 27 

Tuesday, Oct. 28............ ‘ 

Wednesday, Oct. 29........ 

Thursday, Oct. 30 

Friday, Oct. 31 

Saturday, Nev. 1 











THE WEEKLY STAR. 


The Weekly issue of the STAR for the past three months has been 
as follows : 
Thursday, October 23 33,224 copies. 
ad a7 16 ‘ 


bo edb aiedsdeedpeseracende . 
ia 2 ji 
September 25 


26,259 


FRANK RICHARDSON, 
SPECIAL ACENT, 
13, 14 & 15 Tribune Building, 317 Chamber of Commerce, 
NEW YORK, CHICAGO, 
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“Nothing Succeeds Like Success.” 


If you are an advertiser, doubtful as to which 


papers to use, we would like you to permit us to send 


you a few copies of our papers. We think when you 
see how largely they are used by the shrewdest and 
most successful advertisers in the country, it will 
help you to make one step in the direction of success- 


ful advertising. 


Millions of Dollars i 


made in newspaper advertising by successful adver- 


tisers is back of this pith of their opinions: 


Sunday School Times, r 
PHILADELPHIA. a Vo matter how large our 
Presb lan. 
i tan sere. list of papers, it ts all the 
na i 3 we Z 
1 Christian Standard q 
resbyterian Journa ‘ 
Ref hurch M ? y AD ‘ ? 
Episcopal Recorder better for having some or all dl 
Christian Instructor 














Christian Statesman. a) » denies TT ae prey 

te papers of The Religious 
aration Recorder papers of f | 
enmeetietie, Press Association upon it.” 





Episcopal Methodist. 


Get the commercial rating upon our line of cus- 
tomers. See if they aren’t known as the successful 
advertisers. If you will follow the way they point out, 
with an article that appeals to well-to-do householders, 


you are sure some time to be known as “ another great 

















| success through newspaper advertising.” 
One The Religious 
Price 
Advertising Press 
Without Duplication Pt. A. ~ 
of Circulation Py _These 14 Weeklies Association, 
HOME 4 BEST i time. ; i month. | 3months ~ 
JOURNALS 1 WEEKLIES $32.90 | $118.44 | $342.16 
Chestnut 
Every Week Over 260 Families 
» Are reac ec every & Tenth Sts 
Over 260, 00 Copies time. Try it,— " 
Philadelphia, Pa. 


Religious Press (Mutual Life 
Phila Building.) 
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It Pays ~ 


ESSENTIALS OF A SUCCESSFUL | 
ADVERTISING AGENCY |Advertise 


ARE . 
“le IN THE Spring 
Ability to Write, Design and 
Display striking and + 
attractive advertisements—to Advertise 
get the best possible effect in| 


the smallest space. IN THE Summe C 
Hones ty to work at all times Advertise 


for the advertiser ; 
to be ever watchful to secure x 
him the best possible terms or IN THE k all 
special bargains obtainable. 





THE 





° 4q TI ‘co 
Ca pital to pay all bills on the Ad erlise 
day received, if found ° i 
correct; to secure the pub- IN THE W Inter 
lisher from loss in the event of 
failure of the advertiser. 





And before placing contracts IT PAYS 
— ee 








To secure these three essentials | i i 
Advertisers should address a 
Newspaper Advertising Bureau, Newspaper Advertising Bureau, 
No. 10 SPRUCE ST., N. Y. | 10 Spruce St., N. Y. 


BERBER RE EE EEE Ee 
Would You 
Increase Your Business? 





Li | 








It can be Profitably Increased 
by Judicious 


Newspaper Advertising. 


We have a more thoroughly perfected system, and better 
facilities for placing Newspaper Advertising, and watching 
the fulfillment of contracts than has elsewhere been attempted, 
Files are Kept Three Months for examination by advertisers. 

We represent in New York nearly all the leading news- 
papers in the country. 

Advertisements received, prepared, and forwarded daily 
to all parts of the United States and Canada, 





“_ mm myyynit wy mT 1] 
MANN i | 
| yi | 
A ul Mi wa vA wii Wilh Wu 


— A y of the AMERICAN 

gE Gee Newararen Dinectony for GEO. P. ROWELL & ca., 
— 1 ( wil resented t« . 

== every person who isa fun, of Newspaper Advertising Bureau, 
GE) Bureau tothe amount of ean. 10 SPRUCE ST., NEW YORK. 
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’ etore 
PLACING YOUR 
CONTRACTS 


“2 FOR 


Newspaper Advertising 


IAS 


a 


» 


6 wy 
¢* “ * . 
ye %,% 
a “s DON'T NEGLECT TO et 
S n~ 

TH COMMUNICATE au 

i 

WITH 


Geo. P. Rowell & Co’s v 


Newspaper Advertising Bureau, W_ 
oe j 

No. 10 SPRUCE ST., NEW YORK. lay 

4 


ale- i 





i. We represent a choice selection of 

American periodicals; the best daily 
and other Newspapers of the city of New 
York and all other American cities ; the A 
leading and most influential Religious, { 
Agricultural and other Newspapers. 
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Information 








as to cost of any proposed line 
of Newspaper Advertising may 


be obtained 





Free of Charge 





upon application to GEO. P. 
ROWELL & CO’S Newspaper 
Advertising Bureau, 10 Spruce 
St., New York City 

An experience of more than 
Twenty-five Years, unequalled 
facilities, and the control of a 


large volume of business, insures 


Good Service 





—and every possible advantage 





in the matter of price is 


Guaranteed. 





Correspondence invited. 


Address as above. 


